






































































































































































































the	 basis	 of	 changing	 market	 demands.	 The	 clothing	 industry	 has	 developed	





























the	 needs	 of	 the	 consumer,	 either	 in	 the	 consumption	 process	 for	 purposes	 of	
demonstration,	 but	 also	 on	 personal	 projection	 in	 the	 social	 environment.	 Finally,	
buying	 behavior	 as	 a	 classification	 affects	 the	 consumer	 as	 he	 buys	 based	 on	 the	
choices	of	his	social	environment.	







The	 significance	 and	 originality	 of	 the	 study	 is	 that	 it	 has	 not	 been	 repeated	 to	
consumers	since	the	economic	crisis	in	Greece.	The	subsequent	reforms	have	resulted	
in	a	significant	change	in	the	buying	conditions	of	Greek	consumers,	always	correlated	
with	a	change	 in	 their	 salary	 level.	Consequently,	 this	 research	 is	 considered	 to	be	


















































The	 cultural	 factors	 associated	 with	 buying	 behavior	 are	 beliefs	 and	 ideas	 that	
determine	to	a	significant	degree	the	individuals	thinking	and	influence	their	behavior	
as	 consumers.	 The	culture	of	a	people	also	affects	 the	way	 it	operates	within	 that	
particular	society	and	contributes	in	a	way	in	its	choices	(Durvasula	et	al.,	1993).	Of	





Other	 factors	 that	 often	 affect	 the	 behavior	 of	 the	 consumer	 are	 the	 social	 ones.	
People	often	work	within	social	groups	such	as	family,	work	and	friends.	The	reference	
groups	 of	 individuals	 can	 have	 a	 direct	 or	 indirect	 effect	 on	 the	 person's	 future	
[13] 
 








individuals	 influence	 their	 choices	 for	products.	 The	 income	of	 individuals	must	be	
available	 for	 consumption	 the	 savings,	 influencing	 to	 a	 large	 extent	 the	 choice	 for	
goods	according	to	the	person's	orientation	(Vinson	et	al.,	1977).	In	addition,	income	



















At	 the	 same	 time	 as	 the	 individuals	 they	 meet	 their	 needs,	 people	 want	 to	 feel	




In	 recent	 years,	 fashion	 has	 invaded	 people's	 everyday	 lives,	 playing	 a	 key	 role	 in	
consumer	decisions.	Fashion	 is	not	a	new	phenomenon,	but	a	historical	event	 that	









Self esteem: recognition, 
reputation, success, respect
Social needs: friendship, 
family, affection
Security: stability, permanent 
employment, health care








imitation	 and	 therefore	 a	 form	 of	 social	 equation,	 but,	 paradoxically,	 through	 its	
uninterrupted	rotation	it	provides	the	possibility	of	temporal	differentiation	and	social	
separation	 between	 social	 classes.	 The	 elite	 start	 a	 fashion,	 and	 when	 the	 mass	
imitates	it	in	an	attempt	to	wipe	out	the	class's	external	distinctions,	it	abandons	it	for	
a	new	one.	This	process	is	accelerated	by	wealth	increase.	The	notion	of	fashion	is	not	





It	 turns	 out	 that	 fashion	 is	 a	 powerful	 weapon	 in	 the	 disorientation	 of	 the	
consciousness	of	the	classes	by	drawing	them	into	a	confusing	equation,	ignoring	their	
goals	and	their	position.	Apart	 from	the	above	dimension	of	 fashion,	 the	choice	of	
clothing	always	has	the	dimension	of	the	beauty	without	this	being	a	blunt	element	in	




expression	of	 inner	 self	 and	emotions,	as	well	 as	 the	ability	 to	declare	how	others	
behave	 towards	 the	 person	 using	 fashion	 products	 (Azuna	 &	 Fernie,	 2003).	 In	
particular,	 the	 garment	 market	 is	 very	 often	 associated	 with	 the	 identity	 market	
according	 to	 the	 values	 of	marketing	 of	 each	 specific	 brand	 name	 (Tokatli,	 2008).	
Kamenidou	et	al.	(2007)	claim	that	clothing	is	an	international	code	that	allows	the	
creation	 and	 understanding	 of	 messages	 and	 the	 declaration	 of	 participation	 in	












factors	 that	 drive	 the	 individuals	 to	 buy	 clothes	 is	 something	 that	 interested	
researchers	 and	 academics	 have	 over	 the	 years.	 Ravandi	 &	 Valizadeh	 (2011),	
presented	the	results	of	various	researches	on	the	criteria	that	affect	how	consumers	








the	 product	 (fabric,	 construction,	material	 nature)	 and	 how	much	 the	 style	 of	 the	
product	represents	the	personality	of	the	person.	
The	external	criteria	are	related	to	price,	brand,	country	of	manufacture,	shoppers'	












consumers	 prefer	 to	 make	 purchases	 on	 their	 own	 because	 it	 gives	 them	 more	
freedom	and	more	independence	in	their	choices.	The	low	price,	comfort,	good	design	





criteria	 for	 clothing	 selection	 in	 the	 Czech	 Republic.	 The	 survey	 revealed	 that	
households	in	the	Czech	Republic	put	quality	as	a	priority	in	the	choice	of	clothes.	In	
addition,	 the	 price	 of	 the	 product	 was	 a	 primary	 criterion	 in	 some	 cases	 when	
households	had	a	low	monthly	budget.	At	the	same	time,	the	survey	showed	that	the	




















strategies	 in	 the	 clothing	 and	 footwear	 industry	 in	 India.	 In	 particular,	 the	 study	
examines	the	determinants	of	consumer	behavior	and	their	impact	on	the	intentions	





A	 central	 point	 of	 this	 research	was	 the	 discussion	 of	 the	 economic	 and	 cognitive	


















317	 women	 surveyed	 that	 4	 are	 the	 most	 important	 factors	 affecting	 female	



























societies	 and	 companies	 that	 promote	 better	 working	 conditions	 to	 acquire	 in	
consumers'	consciousness	a	particular	lead	in	their	products	compared	to	others.	
Pereira	et	al.	(2010)	conducted	a	survey	in	Portugal	on	a	sample	of	221	people	and	
highlighted	 five	 factors	 based	 on	 people's	 personal	 lives	 affecting	 consumers	 in	


























Research	 and	 science	 are	 basic	 concepts	 of	 the	 search	 for	 general	 philosophical	





to	 identify,	 describe	 and	 classify	 a	 series	 of	 observed	 phenomena	 and	 thereafter	


















mind.	 Objects	 exist	 objectively	 and	 independently	 of	 our	 intellect	 and	
consciousness.	
Ø Phenomenology:	It	is	a	philosophical	movement	based	on	the	exploration	of	
phenomena,	 that	 is,	 the	 things	 that	are	perceived	consciously	 through	 the	
senses,	 and	 not	 the	 existence	 of	 anything	 beyond	 the	 limits	 of	 human	
consciousness.	
These	dominant	philosophical	currents	have	several	differences	that	usually	rely	on	









are	 based	 on	 the	main	 objective	 of	 generating	 conclusions	 for	 the	 general	 set,	 by	
observing	a	subset.	This	method	is	widely	applied	in	social	and	natural	sciences.	Key	
points	of	the	method	are	the	introduction	of	scientific	hypotheses	and	the	test	of	the	




that	 it	 processes	 through	 logic	 and	 links	 with	 conclusions.	 The	 present	 thesis	 will	







is	 a	 systematic	 set	 of	 examining	 and	 drawing	 conclusions	 based	 on	methods	 that	
address	 social	and	 individual	 issues.	Quantitative	 research	 is	based	on	quantitative	
data	based	on	a	specific	population	using	structured	research	tools.	The	quantitative	
results	 attempt	 to	 generalize	 the	 behavior	 of	 a	 particular	 sample	 in	 the	 statistical	
population	(Creswell	et	al.,	2003).	
The	 scientific	 dialogue	 has	 not	 resulted	 in	 between	 qualitative	 and	 quantitative	
research.	 Their	 basic	 difference	 according	 to	 Newman	 &	 Benz	 (1998)	 is	 that	 in	




assumptions	about	 the	 subject	under	 consideration,	 reasonable	 thinking,	 reasoned	
research	cases	and	 impartial	and	reliable	 research	data	 (Creswell	et	al.,	2003).	The	
characteristics	of	quantitative	surveys	are	the	analysis	of	quantitative	figures	through	
diagrams	 and	 statistical	 or	 mathematical	 methods.	 Quantitative	 research	 may	 be	
experimental	or	not	(Creswell	et	al.,	2003).	The	experimental	method	has	a	basic	aim	
of	identifying	the	interaction	relationships	between	some	variables	without	applying	
statistical	 techniques.	 Non-experimental	 quantitative	 research	 includes	 different	
types	adapted	to	the	aim	of	the	research.	
In	 contrast,	 qualitative	 research	mainly	 studies	 cases	 (Creswell	 et	 al.,	 2003)	 and	 in	
particular,	 the	 researcher	 aims	 to	 study	 the	 subjective	 attitudes	 and	 personal	
experiences	of	 individuals	 in	relation	to	an	 issue	 in	order	to	create	new	elaborated	
knowledge.	 Qualitative	 research	 has	 the	 potential	 to	 interpret	 the	 reasons	 of	





















If	 the	 researcher	 chooses	a	 case	 study,	 then	he	 /	 she	will	 collect	data	 related	 to	a	
specific	unit	and	try	to	study	in	depth	this	particular	unit.	Typically,	the	source	of	data	
collection	 in	 this	 case	 is	 the	 secondary	 data.	 If	 the	 researcher	 wants	 to	 draw	
conclusions	for	the	whole	population	on	a	particular	 issue,	then	he	must	choose	to	









This	 research	 was	 conducted	 in	 the	 context	 of	 the	 dissertation	 on	 consumer	



















The	 questions	were	 raised	 through	 the	 study	 of	 the	 literature	 on	 the	 factors	 that	
determine	consumer	behavior	for	clothing.	Prior	to	its	final	release,	the	questionnaire	





Thessaloniki.	 This	 questionnaire	 consists	 of	 three	 sections.	 The	 first	 part	 provides	
information	on	consumer	habits	through	2	multiple	choice	questions	on	the	frequency	
of	buying	clothes	and	footwear,	2	divided	questions	for	their	purchasing	period	and	



























descriptive	and	 inductive	statistical	analysis.	 In	 the	descriptive	statistical	analysis,	a	
graphical	 representation	 of	 the	 percentages	 resulting	 from	 the	 relevant	 frequency	
allocation	 tables	 will	 be	 implemented,	 while	 numerical	 data	 summation	 methods	













































Starting	 the	 statistical	 analysis	 of	 the	 results	 and	 clarifying	 the	 characteristics	 of	



















































































































































fashion	 magazines.	 10.19%	 of	 the	 survey	 respondents	 are	 informed	 by	 stores’	
windows,	while	15.2%	in	their	travels.	17.4%	of	the	respondents	get	update	from	their	





























Much	 Very	much	 M	 SD	
I	want	to	be	attractive	 10.8%	 18.3%	 24.2%	 34.2%	 12.5%	 3.19	 1.19	
I	follow	fashion	trends	 32.5%	 29.2%	 30.8%	 3.3%	 4.2%	 2.18	 1.06	
I	want	to	improve	my	
pshychological	state	
17.5%	 17.5%	 22.5%	 30.0%	 12.5%	 3.02	 1.30	
Sales	 5.8%	 8.3%	 27.5%	 38.3%	 20.0%	 3.58	 1.08	
Wardrobe	renewal	 10.0%	 18.3%	 32.5%	 25.8%	 13.3%	 3.14	 1.17	
Social	events	 12.6%	 35.3%	 27.7%	 16.8%	 7.6%	 2.71	 1.12	
When	old	clothes	are	
damaged	
2.5%	 19.2%	 14.2%	 23.3%	 40.8%	 3.81	 1.23	
Advertising	 59.2%	 25.8%	 5.0%	 6.7%	 3.3%	 1.69	 1.06	
Salesman’s	behavior	 36.7%	 28.3%	 18.3%	 12.5%	 4.2%	 2.19	 1.18	
Gifts	for	birthdays	and	other	
occasions	
10.1%	 27.7%	 34.5%	 17.6%	 10.1%	 2.90	 1.12	
Remarks	from	my	social	
network	
57.1%	 26.1%	 12.6%	 3.4%	 0.8%	 1.65	 0.800	








	 1	 2	 3	
Advertising		 0.870	 	 	
Sales		 0.817	 	 	
Salesman’s	behavior	 0.775	 	 	
Social	events		 	 0.811	 	
Gifts	for	birthdays	and	other	occasions	 	 0.789	 	
Remarks	from	my	social	network	 	 0.693	 	
Due	to	my	profession		 	 	 0.832	
I	want	to	be	attractive	 	 	 0.737	
When	old	clothes	are	damaged	 	 	 0.657	







As	can	be	seen	from	Table	4,	 the	personal	 reasons	 (M	=	3.12,	SD	=	0.62,	 for	 the	














	 Not	at	all	 Little	 Moderate	 Much	 Very	much	 M	 SD	
Price	 3.3%	 3.3%	 15.8%	 45.0%	 32.5%	 4.00	 0.96	
Color	 3.3%	 15.0%	 14.2%	 42.5%	 25.0%	 3.70	 1.10	
Fabric	 1.7%	 11.7%	 27.5%	 35.8%	 23.3%	 3.67	 1.01	
Body	image	 0.0%	 3.3%	 1.7%	 45.8%	 49.2%	 4.40	 0.69	
Durability	 4.2%	 5.0%	 34.2%	 39.2%	 17.5%	 3.60	 0.97	
Quality	 0.8%	 1.7%	 36.7%	 35.0%	 25.8%	 3.83	 0.86	
Country	of	origin	 47.5%	 20.0%	 20.0%	 8.3%	 4.2%	 2.01	 1.18	
Style	 0.0%	 5.0%	 5.8%	 30.8%	 58.3%	 4.42	 0.81	





Style	 0.799	 	 	
Body	image	 0.712	 	 	
Fabric	 0.691	 	 	
Casual	 0.617	 	 	
Country	of	origin		 	 0.734	 	
Durability		 	 0.705	 	
Quality	 	 0.684	 	
Color		 	 	 0.865	























	 Not	at	all	 Little	 Moderate	 Much	 Very	much	 M	 SD	
Well-known	brands	boutiques	 28.6%	 20.2%	 30.3%	 10.9%	 10.1%	 2.53	 1.28	
Department	stores	 13.4%	 15.1%	 27.7%	 29.4%	 14.3%	 3.15	 1.24	
Stock	stores	 8.4%	 21.8%	 26.9%	 22.7%	 20.2%	 3.24	 1.24	
Inexpensive	stores	 19.3%	 21.8%	 34.5%	 13.4%	 10.9%	 2.74	 1.22	
Chains	(Zara,	H&M,	Massimo	Dutti,	etc)	 16.0%	 16.0%	 11.8%	 16.8%	 39.5%	 3.47	 1.52	
Sportswear	stores	 16.8%	 16.8%	 28.6%	 21.8%	 16.0%	 3.03	 1.30	
Online	stores	 32.8%	 24.4%	 20.2%	 5.0%	 17.6%	 2.50	 1.44	
Flea	markets		 67.2%	 10.9%	 15.1%	 5.9%	 0.8%	 1.62	 0.99	













Department	stores	 0.903	 	 	
Well-known	brands	boutiques	 0.756	 	 	
Stock	stores	 0.564	 	 	
Online	stores	 	 0.752	 	
Inexpensive	stores	 	 0.692	 	
Chains	(Zara.	H&M.	Massimo	Dutti.	etc)	 	 0.630	 	
Flea	markets		 	 	 0.809	
	



















	 Not	at	all	 Little	 Moderate	 Much	 Very	much	 M	 SD	
Brand	name	 27.5%	 23.3%	 26.7%	 16.7%	 5.8%	 2.50	 1.22	
Staff	and	owner	behavior	 4.2%	 15.0%	 27.5%	 34.2%	 19.2%	 3.49	 1.09	
Decoration	 10.8%	 31.7%	 38.3%	 17.5%	 1.7%	 2.68	 0.95	
Music	 37.5%	 32.5%	 20.0%	 9.2%	 0.8%	 2.03	 1.01	
Location	 20.0%	 23.3%	 30.0%	 14.2%	 12.5%	 2.76	 1.28	
Flexibility	in	returns	 14.2%	 13.3%	 21.7%	 29.2%	 21.7%	 3.31	 1.33	







Staff	and	owner	behavior	 0.802	 	 	
Brand	name	 0.739	 	 	
Decoration	 0.710	 	 	
Location	 	 0.871	 	
Flexibility	in	returns	 	 0.641	 	





























	 Not	at	all	 Little	 Moderate	 Much	 Very	much	 M	 SD	
Famous	brands	 17.5%	 24.2%	 23.3%	 25.0%	 10.0%	 2.86	 1.26	
Fake	brands		 61.7%	 25.8%	 6.7%	 5.0%	 0.8%	 1.58	 0.89	
Sportswear		 6.7%	 20.8%	 29.2%	 30.8%	 12.5%	 3.22	 1.12	
Casual	 4.2%	 5.8%	 15.0%	 52.5%	 22.5%	 3.83	 0.98	
Enviromental	friendly		 23.3%	 22.5%	 31.7%	 21.7%	 0.8%	 2.54	 1.10	
Greek	origin		 37.5%	 32.5%	 20.0%	 9.2%	 0.8%	 2.03	 1.01	
Imported	cheap		 24.2%	 25.0%	 24.2%	 19.2%	 7.5%	 2.61	 1.25	
Imported	expensive		 27.1%	 39.0%	 22.9%	 7.6%	 3.4%	 2.21	 1.04	
.Evening	clothes		 55.1%	 25.4%	 15.3%	 4.2%	 0.0%	 1.69	 0.88	
Professional		 11.9%	 22.9%	 22.9%	 23.7%	 18.6%	 3.14	 1.30	







1	 2	 3	 4	
Imported	expensive	 0.767	 	 	 	
.Evening	clothes	 0.749	 	 	 	
Sportswear	 0.733	 	 	 	
Famous	brands	 0.732	 	 	 	
Imported	cheap	 	 0.846	 	 	
Casual	 	 0.704	 	 	
Fake	brands	 	 	 0.763	 	
Enviromental	friendly	 	 	 0.727	 	
Professional	 	 	 	 0.929	
	







the	 choice	 of	 clothes.	 Low	 cost	 clothes	 factor	 (M	 =	 3.22,	 SD	 =	 0.92)	 is	 the	most	
important	in	relation	to	the	other	three,	as	is	shown	by	the	comparison	of	the	mean	
scores.	 The	 factor	 professional	 clothing	 is	 also	 important	 (M	 =	 3.14,	 SD	 =	 1.29),	
showing	 that	 consumer	 choice	 for	 clothes	 is	 related	 to	 the	 amount	 usefulness	 in	











Table	 17	 describes	 the	 frequency	 of	 the	 distribution	 of	 responses	 to	 consumer	
aspirations	through	the	clothing	that	they	choose.	The	first	aim	of	the	participants	is	
to	 increase	 their	 self-esteem	 (M	 =	 3.14,	 SD	 =	 1.37),	 followed	 by	 their	 desire	 to	
become	attractive	to	others	(M	=	3.13,	SD	=	1.30)	and	in	many	cases	they	do	not	seek	
anything	(M	=	3.11,	SD	=	1.39)	according	to	the	mean	scores	of	the	sample.	At	the	








	 Not	at	all	 Little	 Moderate	 Much	 Very	much	 M	 SD	
Be	attractive	to	others	 11.8%	 22.7%	 26.9%	 18.5%	 20.2%	 3.13	 1.30	
Be	innovative	 28.6%	 12.6%	 26.1%	 22.7%	 10.1%	 2.73	 1.36	
Have	confidence	 17.5%	 16.7%	 17.5%	 30.8%	 17.5%	 3.14	 1.37	
Be	like	someone	I	admire	 72.3%	 10.9%	 7.6%	 8.4%	 0.8%	 1.55	 1.01	
Be	admired	by	my	friends	and	family	 38.7%	 22.7%	 21.8%	 10.1%	 6.7%	 2.24	 1.25	
Feel	unique	 31.1%	 4.2%	 26.1%	 22.7%	 16.0%	 2.88	 1.47	
Be	socially	approved	 61.3%	 18.5%	 14.3%	 2.5%	 3.4%	 1.68	 1.03	
To	comply	to	the	rules	of	my	job	 18.5%	 26.9%	 24.4%	 29.4%	 0.8%	 2.67	 1.11	













1	 2	 3	 4	
Be	innovative	 0.923	 	 	 	
Feel	unique	 0.810	 	 	 	
Be	attractive	to	others	 0.647	 	 	 	
Have	confidence	 	 0.895	 	 	
Be	admired	by	my	friends	and	family	 	 0.761	 	 	
Be	like	someone	I	admire	 	 	 0.851	 	
Be	socially	approved	 	 	 0.765	 	
I	do	not	want	to	accomplish	something	 	 	 	 0.949	
The	mean	scores	of	the	factors	point	out	that	consumers	seem	to	have	no	pursuits	
for	their	personal	style	(M	=	3.11,	SD	=	1.38),	followed	by	recognition	factor	(	M	=	








































too	 great	 for	 the	 organizations,	 because	 through	 this	 are	 identified	 the	 consumer	
preferences	as	well	as	the	consumer's	characteristics	and	factors	that	influence	and	
determine	their	buying	behavior	and	their	needs.	Nowadays,	the	plethora	of	products	




In	modern	 times,	 the	 speed	 of	 rotation	 of	 standards	 and	 behaviors	 and	 the	 total	






















not	rest,	but	constantly	seek	to	be	 in	harmony	with	changes	 fashion,	 to	constantly	






the	 same	 time,	 the	 questionnaire	 could	 include	 other	 factors	 that	would	 relate	 to	
consumer	expectations	for	fashion.	
Through	 the	 results	 and	 constraints	 of	 this	 research,	 some	 new	 proposals	 are	
emerging	 that	 the	 future	 researcher	 should	 focus	 on.	 The	motivation	 that	 pushes	


















networks	 in	 intrinsic	 fashion	 design.	 Journal	 of	 Fashion	 Marketing	 and	
Management:	An	International	Journal,	7(4),	413-427.	
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														1.6	 	 	 Which	 are	 the	 most	 important	 factors	 that	 drive	 your	 buying	 decisions	
regarding	clothes-footwear?	
	 Not	at	all	 Little	 Moderate	 Much	 Very	much	
I	want	to	be	attractive	
	 	 	 	 	
I	follow	fashion	trends	
	 	 	 	 	
I	 want	 to	 improve	 my	
pshychological	state	 	 	 	 	 	
Sales		
	 	 	 	 	
Wardrobe	renewal		
	 	 	 	 	
Social	events		
	 	 	 	 	
When	 old	 clothes	 are	
damaged	 	 	 	 	 	
Advertising		
	 	 	 	 	
[58] 
 
	 Not	at	all	 Little	 Moderate	 Much	 Very	much	
Salesman’s	behavior	
	 	 	 	 	
Gifts	for	birthdays	and	other	
occasions	 	 	 	 	 	
Remarks	 from	 my	 social	
network	 	 	 	 	 	
Due	to	my	profession		




	 Not	at	all	 Little	 Moderate	 Much	 Very	much	
Price	
	 	 	 	 	
Color		
	 	 	 	 	
Fabric	
	 	 	 	 	
Body	image	
	 	 	 	 	
Durability		
	 	 	 	 	
Quality	
	 	 	 	 	
Country	 of	
origin		 	 	 	 	 	
Style	
	 	 	 	 	
Casual		
	 	 	 	 	




	 Not	at	all	 Little	 Moderate	 Much	 Very	much	
Well-known	brands	boutiques	
	 	 	 	 	
Department	stores	
	 	 	 	 	
Stock	stores	
	 	 	 	 	
Inexpensive	stores	
	 	 	 	 	
Chains	 (Zara,	 H&M,	 Massimo	
Dutti,	etc)	 	 	 	 	 	
Sportswear	stores	
	 	 	 	 	
[60] 
 
	 Not	at	all	 Little	 Moderate	 Much	 Very	much	
Online	stores	
	 	 	 	 	
Flee	markets		
	 	 	 	 	
Second-hand	stores	
	 	 	 	 	
	
												2.2	By	which	criteria	do	you	positively	evaluate	a	store?	
	 Not	at	all	 Little	 Moderate	 Much	 Very	much	
Brand	name	
	 	 	 	 	
Staff	 and	 owner	
behavior	 	 	 	 	 	
Decoration	
	 	 	 	 	
Music	
	 	 	 	 	
Location	
	 	 	 	 	
Flexibility	in	returns		
	 	 	 	 	
Offering	a	drink		




	 Not	at	all	 Little	 Moderate	 Much	 Very	much	
Famous	brands	
	 	 	 	 	
Fake	brands		
	 	 	 	 	
Sportswear		
	 	 	 	 	
Casual	
	 	 	 	 	
[61] 
 
	 Not	at	all	 Little	 Moderate	 Much	 Very	much	
Enviromental	friendly		
	 	 	 	 	
Greek	origin		
	 	 	 	 	
Imported	cheap		
	 	 	 	 	
Imported	expensive		
	 	 	 	 	
.Evening	clothes		
	 	 	 	 	
Professional		





	 Not	at	all	 Little	 Moderate	 Much	 Very	much	
	
Be	attractive	to	others	
	 	 	 	 	
Be	innovative	
	 	 	 	 	
Have	confidence	
	 	 	 	 	
Be	like	someone	I	admire	
	 	 	 	 	
Be	 admired	 by	 my	 friends	 and	
family	 	 	 	 	 	
Feel	unique	
	 	 	 	 	
Be	socially	approved		
	 	 	 	 	
To	comply	to	the	rules	of	my	job		
	 	 	 	 	
I	 do	 not	 want	 to	 accomplish	
something		 	 	 	 	 	
[62] 
 
	
2.5		Which	preferences	do	you	have	regarding	the	clothes’	country	of	origin?		
Up	to	three	choices		
o 	Italy	
o 	France	
o 	Greece	
o 	China	
o 	Turkey	
o 	Germany	
o 	USA	
o 	No	preference		
o Other:	 	
									
	 	
[63] 
 
	
3. DEMOGRAPHICS	
3.1	Gender	
o 	Male	
o 	Female	
	
											3.2	Age	
o 18-	30		
o 31-44		
o 45-60	
o >61		
	
											3.3	Profession	
o 	Employee	in	the	private	sector	
o 	Civil	servant		
o 	Retired	
o 	Student		
o 	Home		
o 	Unemployed		
o 	Freelance		
o Other	
	
											3.4	Available	income	per	month		
o 0-300	€	
o 301-	500	€	
o 501-800	€	
o 801-1000	€	
o 1001-1500	€	
[64] 
 
o >1501	€	
												3.5		Educational	status		
	
o 	Primary	school		
o 	High	school		
o 	Technical	school		
o 	University		
o 	Msc	
o 	Phd	
												3.6		Marital	status			
o 	Married	
o 	Widowed	
o 	Divorced	
o 	Single		
	
	
THANK	YOU	
	
